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We live in a fast paced world filled with high
paid athletes, entertainers, corporate execu-
tives, and professionals.  The “average” major

league baseball player made over $2,300,000 last year.
Hollywood movie stars and musicians make millions of
dollars for each appearance.  In the corporate arena, exec-
utives regularly negotiate for themselves multimillion-
dollar compensation packages.  Many other professionals,
such as doctors and attorneys earn seven figure incomes as
well. In the financial services industry, stockbrokers and
investment bankers have salaries and bonuses, which are
in the million dollar and above bracket.  Our society is
filled with success stories of the highly compensated. 

Today, far too many life insurance agents earn only a
small fraction of the income of people in   other profes-
sions.  For example, to qualify for this year’s MDRT
convention, agents were required to produce only $66,000
of first year commission credits.  To qualify for Court of the
Table, first year commissions must have exceeded
$198,000. Just 1 in every 1,000 agents qualify for Top of
the Table production of only $396,000 of first year
commissions.   

Why does a disparity exist between the incomes of life
insurance agents and other comparable professions and
occupations?  The “average” life insurance agent in the
industry today should earn in excess of $1,000,000 per
year.  Without the correct approach to life insurance
selling, agents will continue to struggle with incomes that
are not anywhere near their full potential. 

There are obstacles and forces in place that cannot be
overcome by simply working harder, taking motivational
courses, looking for a new sales idea, the next insurance
product, or tax law quirk.  No, none of these tactics have
worked in the past and they will not work in the future.  

My first job is to identify for you the forces that are
presently in place that work against you everyday as a life
insurance agent and keep you from achieving your peak
income performance. My comments will be based on
studies of scientific information, economics, and human
behavior research that have been conducted over the past
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25 years.  The evidence is overwhelming that all of the
existing information, education, and marketing ideas in
the life insurance industry are ineffective, and need over-
hauling.  

Proof of this fact is everywhere. This past year, LIMRA
International published a “report card” on the life insur-
ance industry.  Based on LIMRA’s research, today’s life
insurance agent must identify and call on an average of 15
prospects, that results in only 6 presentations, in order to
close and make 1 sale. These statistics are troublesome on
several levels. 

First, an agent who begins with 15 bona fide prospects
and only enjoys 1 sale, is facing a sales process that equates
to 93 percent failure rate.  These results can lead to
discouragement on the part of the agent and may lead to
call reluctance.  

Secondly, for the one case that LIMRA statistics show
will be closed, the size of the insurance policy sold will be
substantially lower than what it should be. A recent
MetLife survey of 1,000 families whose breadwinner had
died within the past 12 months indicates that on average
the life insurance amount only provided 2 ? years of
income replacement for the family.  Hartford Financial
Services reports that 64% of households with total
incomes of more than $100,000 have less than $500,000 of
life insurance coverage with 10% owning less than
$100,000.  LIMRA statistics also reveal that the average
new policy sold in the United States is only $120,000. 

Thirdly, LIMRA’s 15-6-1 ratio speaks volumes for the
public’s negative attitude toward life insurance. They are
communicating that they do not see the benefits of owning
permanent life insurance.

How low must these sales ratios fall before serious
rethinking occurs and the life insurance industry’s
marketing and sales ideas are considered to be ineffective?
The only ratio that should be accepted by any agent is one
that requires calling 15 people, making 15 presentations,
and making 15 sales.  What would happen to your income
if you had a 15-15-15 ratio and began selling life insurance
to every prospect you met?  Ladies and gentlemen, not
only is it possible, but it is being accomplished right now

by agents following the concepts and methods I will be
outlining for you today. 

Yes, a new and more powerful paradigm of knowledge,
skills and training is available for your use right now. But
before we look at the solution, let us reassure and confirm
that the problem exists and that there is a reason for
change. 

According to the American Council for Life Insurance,
the number of life insurance agents in our industry has
shrunk by nearly 100,000 over the last few years.  Today,
for every 1,000 agents recruited into the life insurance
industry, only 14% survive the first four years (LIMRA
Agent Survival Study). Of these surviving agents, they
only produce an average of $45,000 of total earnings in
their fourth contract year. 

These poor statistics have caused many home offices to
reduce their recruiting efforts or even eliminate support for
career agent distribution altogether. Other home offices
have attempted to slow down the agent migration out of
the industry by re-branding themselves as full service
financial superstores and have removed the words “Life
Insurance” from their corporate name and logo.  Many
companies have created brokerage dealer capabilities,
licensing their agents to do securities transactions to make
up for low commissions in life insurance sales.  The finan-
cial security and guarantees that our industry once proudly
provided have quietly been clouded or replaced with stock
market and interest rate transactions.   

Another trend has been the proliferation of term life
insurance that now accounts for 49 percent of all new life
insurance sales, and 69 percent of all new life insurance
policies in force.  As more and more term life insurance
advertising and promotion sweep through the Internet,
the consumer is being persuaded that term life insurance
is less expensive and better coverage than permanent life
insurance. 

The current sales and marketing training programs
have not been able to stop these trends and we continue to
watch sales of permanent life insurance decline.  Agents
themselves find it increasingly more difficult to operate in
an industry with a public that remains term life oriented,
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and skeptical that life insurance agents offer viable solu-
tions to their financial lives. Agents resort to sales from
ever changing sections of the tax code, or the latest hot
new product, or various narrow target marketing
approaches.  These alternatives ultimately cause damage as
these plans come crashing down as the economics, tax law,
and markets change them. As a result, clients lose confi-
dence in the agent and the industry. The industry has faced
decades filled with class action suits and diminishing
consumer satisfaction.  

In summary, agents are leaving the industry in record
numbers, the agent survival rate is at an all time low, the
public is substantially underinsured, term life insurance
sales are at an all time high, and permanent life insurance
sales are in steady decline. The public does not view
permanent life insurance as a key fundamental success tool
and has abandoned it for other more risky savings and
investment programs.  

Why has individual life insurance sales of permanent life

insurance dropped for the past 15 years?

Did we experience a decline in population? No, of course
not. The baby-boomers, 76,000,000 strong, are in their
prime insurance buying years, yet most remain severely
underinsured. 

Was there a deflation in living costs? No, inflation has
continued to push up both incomes and expenses. The
amount of life insurance coverage should be higher than
ever before in our history. 

Are life insurance premiums higher than in the past? No,
life insurance premiums have steadily declined.

Does the fact that people are living longer takes away the

need for life insurance? No, the need for permanent life
insurance grows as people live longer. If people were dying
sooner, term life insurance would be the more appropriate
choice, but as people live longer, life insurance makes more
sense. 

Was there an income tax law that eliminated the advantages

of owning permanent life insurance? No, there has been no
new tax law that has lessened the tax advantages of
owning permanent life insurance.   

Was there some government regulation that restricted the

sale of life insurance? No, there has been no regulation
restricting the sale of life insurance. 

Is there some new product that competes with life insurance

to make it obsolete? No, no new product has been developed
that competes with life insurance to make it obsolete.  

How can it be that with all indicators aiming toward
what should be record sales, the results are actually the
reverse? What then is the main cause of the decline of life
insurance sales, low income for agents, and increased
consumer dissatisfaction? Years of research, consumer
interviews, and a host of empirical data all lead to the same
answer.   Needs Selling!

Needs selling has undermined agent productivity and
has tainted the public’s attitude toward life insurance. It
contains serious mathematical errors and violates every
rule, definition, and the traditional purpose of life 
insurance.  

The problems with needs selling and analysis can be
summarized as follows:
1) Needs selling limits the size of the sale of insurance

below proper amounts.
2) Needs selling miscalculates the true need for life insur-

ance.
3) Needs selling tends to focus on premature death needs.
4) Needs selling is a poor motivator to get the consumer

to buy.
5)  Needs selling promotes term life insurance.
6)  Needs selling automatically creates objections from the

prospect.  
7) Needs selling requires constant review due to changes

in the variables used. 
8) Needs selling does not promote the living benefits of

permanent life insurance.
9)  Needs selling does not find the money for life insurance

premiums.
All needs selling approaches contain the problems

featured above and therefore create a powerful obstacle
and force that works against the agent.  Need selling has
trained agents to believe that they must first identify a
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need, then prove the need to the consumer, then calculate
the need mathematically, and sell insurance based solely
on the need established. In so doing, they automatically
establish a wall of resistance and the real power of perma-
nent life insurance remains undisclosed.  

Needs selling and analysis is preventing the entire
industry from reaching its peak performance.  For the life
insurance company, this means not adding hundreds of
millions of dollars to their bottom line.  To agencies it
means not having better recruiting, training, and highly
productive agents.  To the agent, it means not having
annual incomes in excess of $1,000,000, high closing
ratios, and permanent life insurance sales.  The cost in
every direction is substantial.  

There is a better way, one that can cause all agents to
reach their full financial potential in an ever-changing
world.  This proven and reliable life insurance selling
method is here, and available now. Agents who has not
tried it, is missing out on both a large income and happy
clients. This superior method allows for a positive buying
experience for the prospect, free of any sales pressure,
without objections, or any procrastination.  The prospects
become happy clients once they have been educated to the
truth about permanent life insurance as a powerful success
tool. They will understand how permanent life insurance
will guide them through each and every financial goal and
objective with spectacular performance results.   

What is the basic principle of insurance? The real
essence of insurance selling is to provide for a full replace-
ment of any asset lost whether it is a business, auto, home,
jewelry, artwork, rare coin, a piano, or a life.  The replace-
ment of the full value of an asset lost is the key to
successful insurance thinking and how the concept of
insurance was developed and started.

Take homeowners insurance as an example.  A home-
owner’s policy states that in the event of a loss due to a
covered risk, the replacement value of the home will be
reimbursed to the owner.  Notice the key words “replace-
ment value.”  It does not say, “You will be reimbursed for
only the house you need.”  Many people live in homes that

are more than what they need.  It is the American dream.
If a consumer’s beautiful home burns down, they want it to
be fully replaced for its true value and not only what 
they need.

If one’s brand new Mercedes were stolen, the owner of
the vehicle would want full replacement value to cover his
or her loss.  No one would want to have their auto insur-
ance covering only the car that they need as expressed by
the insurance carrier.  The Mercedes owner does not want
a Volkswagen Beatle in return for his or her Mercedes.
The owner wants the full replacement value of the
Mercedes.

If you study the history of the insurance industry, you
will note that the key phrase “replacement value” is used
to describe the purpose of insurance.  There is no mention
in any type of insurance policy of the word “need” to
explain its coverage amount.  You will also not find the
word need in any definition of the word insurance.
Webster’s New World Dictionary defines insurance as, “a
contract purchased to guarantee compensation for a
specific loss by fire, death, etc.”  Nowhere does the word
need appear in the definition.

At the annual convention of the National Association
of Life Underwriters, held in Los Angeles in 1924, the
greatest minds at that time got together to decide what was
the most appropriate and only sound method to be used for
the calculation of life insurance. They concluded that the
only sound method was the full replacement value concept
and philosophy. It was defined as the capitalized value of
the earning power of the insured. 

The American College provides a certificate to its
graduates for completion of the CLU program.  That
certificate defines in writing the purpose and role of the
insurance agent in providing a valuable service to clients.
It clearly states that the purpose of insurance is to satisfy
and insure for the human life value (replacement value) of
the insured.  Nowhere on this certificate do the words
needs, needs planning, needs analysis appear.  

In Robert Brosterman’s classic book called, “The
Complete Estate Planning Guide” he defines life insurance
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by stating that it indemnifies or replaces a loss caused by
death of an individual.  Robert Brosterman was an
attorney and top expert in the field of estate planning and
a member of the New York Bar.  He stated, “Life insur-
ance buys time; it is the only investment that does.  This
is its basic function and should be the first outside invest-
ment a family man should make.” Nowhere in this great
thinker’s writings about life insurance will you find any
support for needs based planning as a legitimate way to sell
life insurance. Needs selling is a violation of every rule,
principle, tradition, science, definition and understanding
of the word insurance.

The greatest thinker of all the pioneers of insurance
was Solomon Huebner, the “Father of life insurance” and
the creator of the American College program for life insur-
ance agents.  What did he say about how life insurance
should be sold and calculated?  He said, “Life insurance is
concerned with the organization and management of the
economic value of human lives.  That value may be
defined as the capitalized monetary worth of the earning
capacity resulting from the economic forces that are
incorporated within our being.” There is no person who
can make a solid case that would hold up under serious
scrutiny that needs selling is accurate and the key determi-
nant for the appraisal for life insurance purposes.

How does the court system apply a death benefit value
in a wrongful death suit in favor of the decedent’s family?
Do attorneys speak to the jury about needs selling?  No, of
course not.  They attempt to calculate the full economic
replacement value of the decedent for payment of a benefit
to the family.  It is the economic replacement value
concept that was used by the Government to indemnify
the victims’ families in the World Trade Center tragedy of
9/11.  While many praised our industry’s ability to pay
claims caused by this tragic event, we quietly asked why
was so little life insurance in force?

Today, many life insurance agents, agencies, and
companies have seen the light and are now starting to
abandon the needs selling approach and getting back to
the truth about using full replacement value selling and
the sound principles of the economics of life insurance.

They are coming home, back to the traditions, back to the
heart and soul of insurance marketing.  They are coming
home to value based selling and replacement value appli-
cations.  They are once again looking at permanent life
insurance as a the great financial tool for living values
rather than one relying on just its death benefit aspects.

Let us examine the key elements to full replacement
life insurance selling and its living value aspects. Here is
what every life insurance agent should be doing with every
prospect or client in order to achieve maximum life insur-
ance sales results and the best overall performance for the
client. If the present method of selling that you are using
does not provide each and every one of these elements at
the same time, you are not operating at your peak perform-
ance. All of these elements must be present simultaneously
with every presentation you make in order to provide the
greatest service to the pubic and obtain million dollar
commissions status for yourself.   
1) Make the prospect understand that life insurance is the

first and most important financial purchase and deci-
sion over any other financial tool or objective.     

2) Use the full economic replacement value for the
insured’s death benefit coverage and totally avoid any
mention of the word need.  

3) Show prospects how to acquire life insurance without
any additional-out-of-pocket funds.      

4) Sell term life insurance only when inadequate money
resources can be identified to acquire permanent life
insurance. 

5) Demonstrate that permanent life insurance has one of
the highest overall rates-of-return for living values in
anyone’s lifetime. The prospect must be shown how
and why permanent life insurance is a win-win-win
scenario. 

6) Show the consumer each and every added benefit
created by the ownership of permanent life insurance
above and beyond death benefits and its cash values.

7) Prove that the presence of permanent life insurance
enhances all other savings and investment products
the client owns. Permanent life insurance is not an
alternative but rather a necessity.                   
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8) Be an expert on every aspect of the permanent life
insurance policy, memorizing and understanding each
provision in the contract.

9) Have a visual, tactile, and auditory presentation
capturing all of the prospect’s or client’s senses toward
learning about the multiple advantages of owning
permanent life insurance. 
Successful utilization of these key elements will provide

agents with sales results that will soar to new heights,
never before imagined.  Agents will find themselves
recommending large amounts of both permanent and term
life insurance.  Agents will be amazed at the lack of resist-
ance offered by the prospect.  In fact, prospects can be
counted on to cooperate fully with the implementation
and maintenance of the plan.  Sales from other product
lines will occur naturally to supplement the foundation
established by the presence of permanent life insurance.
An outpouring of goodwill in the form of continuous refer-
rals can be expected from the prospect, that is now a
client, and who sees the value of a job well done.    

Imagine your new work week that includes three
presentations, in which you recommend each time a
minimum of $1,000,000 of permanent life insurance.
Using the selling elements listed above, every agent should
successfully close all three cases.  These results can be
expected and are already being achieved by agents in the
industry today.  

Over the course of the year, and assuming an average
client age of 40, your production and personal base
commissions should be as follows:

$1,000,000 WL Premium = $15,000
Number of sales/week =       x    3
Total weekly premium = $45,000
Number of weeks worked =             x  44
Total annualized premium = $1,980,0000
Times base commission % x   .50__________
Total annual commission = $990,000        
If you feel any skepticism at all as to the likelihood of

achieving these results it is only evidence that existing

unsuccessful training and selling concepts have eroded
your confidence and performance. Scores of agents have
enjoyed a great leap in production who were once
burdened by the negative effects of needs based selling.
Now, many of them produce over one million dollars of
commissions annually. 

Ladies and gentlemen, the public thirsts for a positive
and success oriented message surrounding the purpose and
value of permanent life insurance. They don’t want what
they think they “need” if they die, retire, or become
disabled. They want happiness, financial freedom and a
success track. Financial planning and needs selling are
failing because they are on the wrong side of what people
actually want. Once consumers see that you have what
they want, and it is verified for them, they will act in big
way and with big numbers without remorse or hesitation.

You have all seen ads on television and in magazines
that the life insurance industry uses which promote
widows and orphans who have lost loved ones.  They
impart a stirring and emotional message about the impor-
tance of life insurance and can provide witness that our
profession carries a great responsibility.  The life insurance
industry has been the reliable source for many families
during times of their greatest need. However, the next time
you see such a testimonial, ask yourself two questions.
First, did the person that died really own life insurance
equal to his or her full economic replacement value?
Second, if the person had not died, would the insured 
have been able to thank our industry for educating him or
her about the living values created by permanent life
insurance? 

When the answers to these questions are a resounding
“YES,” it will finally be an indication that our industry has
indeed found its way back home. A home where life insur-
ance agents flourish and are proud of who they are and
what they do. Where the public recognizes the career of
life insurance agents as an important part of their financial
lives. Only then can any agent truly create a “WOW”
experience with life insurance selling.  
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